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Thisis aguide to NorthernIreland’s
new experience brand: ‘Northern
Ireland — Embrace a Giant Spirit’.

It summarises what an experience
brandis and why we need one.

Itisalso a box of designtools and tips
you can use to apply the brand, attract
potential visitors and inspire them

to discover their own 'giant spirit'
while they’re here. If that happens
they will spread the word about their
experience and help us draw even
more visitors.

Who is the guide
aimed at?

These guidelines have been devised
by Tourism Northern Ireland for you,
our marketing partners.

They introduce you to the new
experience brand’s key elements, its
logo, typeface, photographic style,
colour palette and tone of voice, and
offersideas on how to apply each

of them to your communications.
It'snotso muchalist of do’sand
don’ts as a framework for your
communications.
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Why do we need these
guidelines?

When we're all pulling in the same
direction, we can achieve more for
ourindustry. These guidelines keep
us consistent, clear and effective,
and that’s something we will all
benefit from.

Using these guidelines sends a
message to potential visitors that
you're selling a bigger experience,
and enticing them with the chance to
'embrace a giant spirit'.
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introduCing

A new that will bring economic benefits
initiative

to everyoneinvolvedin Northern
Ireland tourism.

that has been tested locally and
Anew with key international markets to

experience ensureit gives Northern Ireland
brand prominence on theisland of Ireland

andinternationally.

that will transform how potential visitors
Anew perceive Northern Ireland, how they
approach experienceit when they arrive, and what
memories they share when they leave.

Thisis the start of aten year journey and a legacy that will last
for generations.

“To make the most of this giant opportunity, we need to work together,
share new ideas and build new partnerships. We hope you will join us on this
excitingjourney.”

John McGrillen, CEO, Tourism Northern Ireland
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St. George's Market, Belfast

Northern Ireland is on a mission.

To transform how the world sees us.
And how they feel when they're here.

It's for the good of our tourism and the
whole country.

Andit all starts here, with our new
experience brand:

'Northern Ireland — Embrace a Giant Spirit'
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This experience brand
works for visitors

Thousands of potential visitors
helped choose 'Northern Ireland -
Embrace a Giant Spirit'. [t made them
want to visit because it promised
adventure, authenticity and rich
experiences. It's everything they want
adestinationto be.

For the tourism
industry

Tourism businesses need to live-up
tothe brand’s promise. That's how
guests will really experience our giant
spirit and feel inspired to shout about
it. So 'Northern Ireland — Embrace

a Giant Spirit' becomes avaluable
tool for businesses and a guide to
delivering what guests want.

Northern Ireland — Embrace a Giant Spirit Brand Guidelines
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And for all of us

The world knows us as big-hearted
hosts and that goes beyond tourism.
Whether we're driving a bus,

serving behind atill, or just offering
directions, we can still demonstrate
our own giant spiritand awaken it

inour visitors. In the end, this will
benefit every one of us.
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Causeway Coastal Route

SZ— bsg-mearted

We create it and our guests feel it. Think of it asthe sum % “ L That special generosity, hospitality and warm
allthe things that move them and make them smile while : welcome we do so well.
they're here. :

This giant spirit is made up of four parts.



Apple Orchard, Co. Armagh

Awakening
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NorthernIreland,

the second is how the e
spiritin our v151tors

Whateverthe, 1 ourtounsm busmess thereisa
ingyoL canaotomsplretheglantsplntlnourv151 0

o2 _.V'Finy changes in what you do or say can make a huge change to
~ someone’s visit. It can be the difference between having a nice time
and having the trip of a lifetime.
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is much more than alogo

It taps into what we know visitors want
from a destination.

It defines the qualities of the experiences
that we will offer our visitors.

Wherever people goin Northern Ireland
they will find Giant Spirit Experiences with
these qualities.
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pistinCtively NI

We will show that Northern Ireland is unlike
anywhere else by offering experiences that

e : highlightthe people, places, history and culture
it e that make us unique. 4
T

g

?ﬂ \‘\

; S ——— 0

Causeway Coastal Route

- Sustainab

Qurexperiences will demonstrate care for
sl thﬁFEj_e_"a_',r-j'l'green indscape of Northerms
<% E[Q‘F_a'nd’l'aglno'cii'nwnn' vironmentally- £

conscious visitors expect: =

2

, >
- partiCipatory
\ Wewantour visitorstogeta I_G/involved.

\ Wewillinvitethemtojoinin, to be partofthe
\ action not just watch or listen.
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_go_the extra mile to make all our visitors
3bleyespecially those who do not speak our
not know our culture.

‘Mland
available

possible, our experiences will provide a
gffer, oftenincluding out-of- hours

& activities.

Meetlng Iocal people anﬂ experiencing the Northern
Ireland character and wayof life should be central to
the brand gkperieng _—
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The visual centrepiece of our new How did we visualise our ‘giant spirit’?
experience brand logo is a unique We asked one of Northern Ireland’s We have
icon that reflects the things that most celebrated artists. A
visitors say matter most to them. _ . come up with
- - Colin Davidson’s work on Northern .
Research showed they want to see ezea 4 o, o | Irish people and places made him the Somethlng that
something that really stood out. | - perfect person to collaborate with. embraces the
Something energetic. ' ' 5 “Iwanted to create animage full of . . e
o ' e unique spirit o
That feels like a warm invitation. €nergy and spontaneity, and onetha ]
_ . o encapsulates special elements such this p]qce_ .
And gives them an authentic sense : asourland, water and the energy of o

of who we are. g our people." 99

Colin Davidson

28 | NorthernlIreland —Embrace a Giant Spirit Brand Guidelines
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Working
with the

It has ahand-painted visual and typeface that feels
bold, alive, and draws people in for a closer look.

The visual features three key elements thatinspired
our artist.

Hypnotic blue for the waters of our
dramatic, adventurous coast and seas

Lush green for our tranquil, \
fertile countryside \

Rich magenta for the passion and \ o
energy of our people \

Northern Ireland — Embrace a Giant Spirit Brand Guidelines

freang

brace
B Giant
Spirit

Reproduction

The logo should always be reproduced from
the original artwork. Please don’t redraw or
separate any of the three elements of the
visual. And whenever possible, try to use the
full-colour portrait version as shown.

Landscape version

You might have to use the landscape version of
thelogo sometimes, likeifitappearsinapanel
with partner logos or there are spaceissues. If
so, please stick to the minimum sizes.
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Logo safe area

Always give the logo plenty of breathing
space. We have used the 'S’ from the typeface
to demonstrate the minimum space you
should leave around the logo.

Minimum sizes

To make sure the logois always legible and
recognisable, please reproduceit at least 25mm
high (portrait version) or 35mm wide (landscape
version).

Northern Ireland — Embrace a Giant Spirit Brand Guidelines

Northern
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Reversed-out version

Only the typeface colour should change
(towhite) in the reversed-out version of
thelogo. You can use this on darker-toned
backgrounds and images.
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Use logo as supplied

To maintain a consistant brand look, please
only use the logo versions as supplied.

OUR CITY
Embrace
SGiant
§Fgfat

DON'T add a City name

34 | NorthernIreland - Embrace a Giant Spirit Brand Guidelines

DON'T rotate thelogo

Northetn
fretand

brace
Gt
§pyftt

DON'T distort the logo

Northern
freiand

Embra
2Giait
§;pmt

=y

DON'T change the colour
of thelogo

Northern
freliand

DON'T use drop shadows
or any other effects

DON'T place thelogo
inawhiteboxona
background

DON'T use colour

combinations that clash

35



e

Mono version Northetn Welcome to
When colourisn'tan option, theicon element ! d
ofthelogo should be removed and the re“an
logotype reproduced in the black or white

versions as shown here. Never convert the full B'lbraw

logo version to greyscale.

Northetn | Embrace 2
freiand &uan'isr iri€

The white mono version can also be used
when the backgroundimageis too dark to
display theicon element of the logo correctly.

36 | NorthernlIreland —Embrace a Giant Spirit Brand Guidelines




rand bar

The brand bar can be used to complement the The brand baris a rectangle cropped from
icon. It should be a subtle design feature along any area of the brandicon. It can be used
the side, top or bottom of some documents, L L - in different widths, and either vertical or
butit shouldn't dominate the design. horizontal to suit the design layout.
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Causeway Coastal n&te

Press advert Pull up stand Any area along theicon can be cropped to
create the brand bar.
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PANTONE PANTONE PANTONE PANTONE
2152 7710 347

C87M50 Y23 K07 C70M00 Y27 KOO C73MO00Y87K00 C100 MO0 Y79K09
R26 G106 B149 R44 G183 B194 R63G173B79 ROO G142B90

) ) Q e HEX #246c94 HEX #28b6c0 HEX #45ab56 HEX #008e5a
Our brand colours come directly from theicon and 0 fl
a selection of colours from the Tourism Ireland [m|and O ANTONE S ANTONE S ANTONE S

brand guidelines. This gives us a vibrant palette 2627 248 201 WG5S
that complements theicon and offers variety. The

colours can be used to highlight elements such as Brlbrace
headlines and backgrounds, or just to add a bit of a Giant
energy and fun and help the brand stand out. -

pitid

PANTONE PANTONE ‘\." C83M100 YO0 K23 C28M94 YO0 KOO C07M100 Y68 K32 C11MI13Y16 K32
316 298 ; R73G29B110 R188 G40 B134 R157G34B53 R172G16 B154
HEX #491d6e HEX #b92e86 HEX #993333a HEX #999999
;.A;‘;)NE Black White
€86 M43Y50K40 C65M10 YOO KOO
R23G84 B89 R76 G180 B231 C0|Ours are p]cked from
HEX #19585¢ HEX #4bb4e4 .
areas of the brandicon.
C01M50 Y84 K00 C08M20 Y43K01 C00 MO0 YOO K100 €00 MO0 YOO KOO
R242 G148 B53 R236 G206 B158 ROO GOO BOO R255 G255 B255
HEX #f09445 HEX #teaccal HEX #000000 HEX #ffffff

Tints of black from 90% - 10% can also be used.

40| NorthernIreland - Embrace a Giant Spirit Brand Guidelines
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Thingstotalkabout %

How do we guarantee we hit all the right
notes when communicating with ourguests?

Visitors love us for being warm, friendly and very down to

earth. So speak informally, like you're talking to friends rather
than customers. Being too formal can feel a little cold, which
justisn'tus.

b

We can take our lead from the four elements
of our giant spirit.




RN O PR L VAR,

Downhill Beach, Causeway Coastal Route

Warm and human

Stay conversational and chatty. Jargon and stuffinessisn’t
our style. Tell stories and use real quotes where you can.

Write in the 2nd person

Focus on the guests, not yourselfi.e. use 'you’ and ‘your' as
often as possible. It might seem minor, but this subtle shiftin

» - P . language does help sell experiences.
| e : P8 s o Present tense
4 . %*‘ e Try to use the present tense where possible. It creates a sense

t X X M . ofimmediacy and action and helps guests engage with the
00 l) J

idea of taking part.

Active voice

. AN R LR Where possible, use the active voice, letting the subject of a
Northern Ireland o Embrace aGiant SpI Nt i _ s 3 _p% sentenEe perform the action e.g. “guests Ic?ve the toJur”, not
When you write ‘Northern Ireland — Embrace a Giant Spirit’, please capitaliseh"""' ¢ : o : “thetouris loved by guests.” It's seems minor, but it does give
everything except ‘a’. Only capitalise the whole phrase if you're using - : 12 = writing more energy.
the primary typeface in headlines. Put an en dash (-) in the middle, not a : i
hyphen (-) or em dash(—). Always place the whole phrase in single quote . g, Write for senses
marks, ‘like this', unlessit's a standalone heading. This is what brings writing to life. Describe things in terms
of their taste, touch, smell, sound, and sight. It really helps
Tocreate an endash: people visualise the experience.
alt 0
= aF Hold the alt and minus key on Mac Be SpECiﬁc
A\ AL Lots of interesting details make the thing you’re describing
o + Hold the ctrl and minus key (numeric keypad only) on PC . s '_ _' o feel real and easier toimagine.

You can also select the en dash from the Symbol menu in Microsoft applications.

44 | NorthernIreland - Embrace a Giant Spirit Brand Guidelines
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This is an experience brand so keep the focus on
what people do.

Use verbs that highlight the activity.

B :From the moment you put on your life-jacket
andstepintotheboat..’

‘All passengers will be provided with
life-jackets.’

Use sensory words to create vivid images of the
sensations and the place. Being specific helps
people toimagine the experience.

‘Many peoplefind that the tower has a
forbidding atmosphere. Maybe it is the steep spiral
staircase, that long, sheer drop down to the sea
and the sound of the crashing waves and crying
qulls.

FEGEIRGETH ‘It is believed that the tower was used
to house prisoners during the 15th century.’

46 | NorthernIreland - Embrace a Giant Spirit Brand Guidelines

Embrace a
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The Northern Ireland character is warm, human
and plain-speaking. So write like that.

Use a conversational style including ‘we’ and
‘you’. Use contractions such as we’'ll, you'll, we're,
you're etc.

‘We're always happy to let you have a go at
kneading the bread, but we won't tell you our
great-grandmother’s secretingredient. But you
might be able to tasteit’.

Rather than: RIEIJGE I uEhifela =gl o[V[
family recipe.’
Tell your stories (in part) rather than

promise them.

B} This shipyard was where the men of the
community worked and every boy wanted to be part
of it. It was what made you into a man.’

FEMERGENH ‘Hear the stories of the shipyards and
the men who worked here.’

Use active rather than passive verbs.

When we've picked all the apples we take
themto...’

FEIGEIEHENH 'Once the apples have all been picked,
they aretransferredto...’

Further considerations:

+ Avoid using difficult or meaningless words,
especially jargon and clichés.

+ Beware of words such as ‘history’, ‘heritage’,
‘biodiversity’, ‘sustainable’.

+ Avoid overselling, including phrases such as
‘step backin time’, ‘something for everyone’.

+ Don’'texaggerate.

+ Don'ttell people what to feel e.g. ‘Be amazed by
..., ‘'youwon't believe...’




Our photography should reflect our giant spirit. That means showing
people enjoying themselves:

exploring, meeting, laughing, and taking part.

Our shots should:

+ Beunposed, natural and candid. If it looks like a holiday brochure shot,
something went wrong.

« Adopt a participant’s perspective so it feelsimmersive e.g. taken over
someone else’s shoulder with the foreground out-of-focus.

« Focus on character, personality, spirit and those little ‘in between’
moments

Include high-quality action shots.

+ Show people enjoying and immersed in what they’re doing, whether
it'san action shot or a quiet moment.

Please ensure all necessary permissions are received from models and venues.

48 | NorthernIreland - Embrace a Giant Spirit Brand Guidelines




RN O PR L VAR, e

Colin Davidson hand-painted each letter of our Giant Spirit font.
It's versatile, creative, friendly and eye-catching.

Giant Spirit Font
abcdefghijkimnopqrstuywxyz1234567890
ABCDEFGHIJKLMNOPQRSTUVWXYZ,.?@&*()% £!

Please use the primary typeface for headlines There are two versions of each letter, so
and primary messaging only. It shouldn't be our messaging has loads of variation and
used any smaller than 16pt to ensure legibility. always feels dynamic and fresh.

You can see ways of applying it throughout this

document.

design

al headlmas A

50 | NorthernIreland-Embrace a Giant Spirit Brand Guidelines
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Secondary Typeface

You can use the custom-designed ‘Northern Ireland’ typeface for
all body copy and secondary messaging, such as sub-headlines
andimage captions. It's a fresh and playful typeface that reflects
the confident brand values of Northern Ireland.

Northern Ireland Reqular
abcdefghijklmnopqgrstuvwxyz1234567890
ABCDEFGHIJKLMNOPQRSTUVWXYZ,.?@&* () %£!

Northern Ireland Bold
abcdefghijkimnopqrstuvwxyz1234567890
ABCDEFGHIJKLMNOPQRSTUVWXYZ,.?@&*()%£!
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The brand colours are taken from our logo mark:

We have a primary palette that we use across the digital
brand expression.

Embrace Green1 EmbraceBluel

#19585C #4bb4e4

We have a secondary palette that we use across the digital brand expression.

Embrace Blue 2 Embrace Green 2 Embrace Green 3 Embrace Purple

#24GC9%4 #39C251 #008e52 #4914Ge

Embrace Teal Embrace Pink EmbraceOrange Embrace Maroon Embrace Silver

#3EC1B5 #b92e8G #£09445 #993332 #999999
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Colour hierarchy

Combining colours for
screen:

Here's a quick guide
showing the possible
permutations of our colour
palette when creating for
on-screen use.

To make sure our comms are
always as legible as they
can be, we should avoid any
of the colour combinations
marked with an ‘X’ on the
diagram opposite.

The diagram on this page
should notbeusedasan
example of accessibility
approved colour
combinations. To see how
our colour palettefaresin
accessibility tests see the
next page.

0000 7000000

QO0O00O

55
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Testing colours for screen:

The diagram on this page has been
created to determine how we can
combine colours in our colour palette with
accessibility in mind.

By comparing the level of contrast of
foreground and background colours, we
can start to work out if the colours can be
viewed by people with visual
impairments.

Creating truly accessible communications
involves a lot of different things, including
the size of your text and your layout. With
thisin mind, test results on this page are
by no means comprehensive.

Key:

AAA Compliant—Triple Acompliance

is viewed as the gold standard level of
accessibility, which provides everything for a
complete accessible

offering, including all the bells and whistles
which make the difference between a very
good experience and an excellent one.

AA Compliant—Double Ais viewed as the
acceptable level of accessibility for many
online services, which should work with
most assistive technology which is now
widely available on both desktop and mobile
devices, or which can be purchased as a
third-party installation.

NOT Compliant—Does not comply with
accessibility standards

0000 7000000

00001000000

The diagrams on the right give us a basic
understanding of how our colour palette
is viewed by audiences with the two most
common forms of RGB colour blindness:
Protanopia and Dueteranopia.

0000 007 00

Q000000 ~-0000
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o
@
@
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Colour hierarchy

These are examples of how we could
use colours withimages and give
them a hierarchy on the page.

Placing our logo for digital

Tablet landscape: Tablet portrait:

| o TR P g, | ———

Tablet application:
Max =246 x 47 pixels
Min—230x 44 pixels

N S s

When using the logo in a digital application
we have setsizes that need to be used.
Specifically ininstances where the screen size
or view portis small.

Outlined are some examples for you to follow
with the correct logo dimensions to follow.
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Placing our logo for digital Placing our logo for digital

§
'

Occasionally we might need to use a cut

down version of our logo. This is best used at m
Tablet landscape: Tablet portrait: smaller sizes in digital application. Only use : .
this where you are very limited for space. ’
S T e e e sEgnTy $z————

Tablet application:
Max =246 x 47 piveks
Min— 230 % 44 pixels

SIS 8 SRt

Minimum Mobile application:
Max— 200 x 46 pixels
Min—150x% 35 pixels

Northe bra
freiand | Gonises

it




Leaderboard - 728x90

On banners spaceis ata premium but

sotoois legibility. We have a min size for g, himwf“a‘ inSPil’e'S

W@@W@H@ these view ports below:

Placing our logo for digital

On mobile screens the logo has to be legible
yet small enough so thatitis visible, to the
right are the common sizes used and the

minimum requirement for mobile. Below are lm o
the max and min measurements: Mobile application:
Min— 300 38 pixels
iPhone Pixel3 320 mobile X
lrmand ﬁm .rit
e e DR = ST e e = = g =
Leaderboard - 960x240
Mobile application:
Max =225 x 43 pixels
Min—150x 37 pixels
ll‘%lal‘ld g Eni;z. irt = o : P = Mobile application:
Min=107 x 200 pixels
Norhetin
freland
Embracc
agiant
El?th_-t
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LO9C
treatment

Placing our logo for digital

Someinstances will allow the portrait version
of ourlogo, this should never be smaller than
200px dueto legibility.

Social1:1 Social16:9

Fmbracoe b
‘Gl Sririt

Note: Only use Calibri when the brand fonts cannot be used.

If the brand fonts are not available on the end user's device it will
automatically default to a standard system font. For this reason Calibri
Regular and Bold (which are standard system fonts) have been chosen
as substitutes for documents such as: EDMs, Microsoft Word, Excel and
PowerPoint.

Calibri Regular
abcdefghijklmnopqrstuvwxyz1234567890
ABCDEFGHIJKLMNOPQRSTUVWXYZ,.? @ &*()%£ !

Calibri Bold
abcdefghijklmnopqgrstuvwxyz1234567890
ABCDEFGHIUKLMNOPQRSTUVWXYZ,.? @& *()%£!
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Press ads
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On screen
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ull Sky F 14:22
@ belfasttelegraphcouk

= Belfast Telegraphosma.

Notthetn 225k Embra
Ireiand - eone

Belfast Telegraph Digital

e I -

Mobile banner ad

Name Surname
Role in organisation

Pr%rﬂu E: n.surname@tourismni.com
Embrace T: (028)9044 1111
SNt M:(+44) 7971123 456

ﬁpiﬁt www.embraceagiantspirit.com

HEE

Email signature

Power point slides
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Ininstances where partner agencies fund or co-fund activity, specific o A ﬂam o
logos may be required along with the experience brand logo. = '(‘ha't .nS .V@S

If so, the partner logo should be placed in the left corner with the brand N m ;
logointhe bottomright.
l re Ian Z discovernorthernireland.com

EX erience S 4
gwﬂfi«; nights:

. IrelandSo
Be Ifa st a discovernerthernireland.com

Energising

discovernorthernireland.com

Partnerlogo Brandlogo
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- _-.\./V.sﬂmy Brewery, Derry~Londonderry
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Let’s unﬂo@k our

| wahngeshare it ﬂ @

tourism
northernireland

For more on using the brand, email:
embraceagiantspirit@tourismni.com

e




